This study seeks to explore the trends in international tourist arrivals in a developing countryKenya-which has been well recognized as an international tourist destination in Sub-Saharan Africa. Kenya's tourism sector has undergone several challenges over the years. Several factors that affect the tourists' propensity to stay longer in a destination are discussed and suggestions for marketing are proposed.
Introduction
to 5199 meters (17,058 feet). Kenya also boasts of two inland seas: Lake Victoria (the second largest fresh water lake in the world) and Lake Turkana. Kenya is located on the East Coast of Africa, with the equator running almost straight through Other features include the Great Rift Valley and the open savannah grasslands teeming with wildlife. the middle of the country. Kenya achieved its independence from Great Britain in 1963. Since indeNairobi, Kenya's capital, has over the years grown in size and importance, serving as the rependence, the country has been under a parliamentary democracy; first, under a single party system gion's main commercial center and the hub for international airlines in East and Central Africa. It and then, from 1992, under a multiparty system. Its economic growth has been guided by capitalisis also the headquarters for important international organizations, such as the United Nations Environtic ideals with a lot of support from the Western countries. Uninterrupted political stability and a ment Program (UNEP) and United Nations Center for Human Settlements (HABITAT), and serves pragmatic economic approach have enabled the country to develop the most sophisticated physias a regional headquarters for several international financial and private organizations. Kenya has cal, financial, and industrial structure in the East Africa region. Kenya has a great diversity of physonly two distinct climatic seasons: the wet season (April-May and October-November) and the dry ical features, including the second highest (snowcapped) mountain in Africa, Mt. Kenya, which rises season (the rest of the year). search (Uysal, Fesenmaier, & O'Leary, 1994 regions showed significant drop in 1998 over the 1995 figures with the exception of Japan, India, the Middle East, North Africa, and Southern Africa, which showed slight improvements over the 1995 arrivals. Not only has Kenya been losing in terms of tourist nights, but also in terms of receipts per arrivals. The 1999 figures for select East African halis, 1999). Market segmentation has become a the subregion, which requires the cooperation of critical element of positioning tourist destinations the tourism industry, the government, and the inby dividing a visitor market group into homogeternational community (Frost & Shanka, 2001a , nous subgroups (Mykletun, Crotts, & Mykletun, 2001b ). In conclusion, there are several issues that 2001). Kenya needs to pay attention to a number should be considered. The development of intrareof factors that play critical roles in its endeavor to gional and interregional tourism has hitherto been continue attracting increasing number of internahampered by lack of free flow of tourists across tional tourists. These include: the national borders. This free flow of tourists within the region can contribute significantly to a) Partnerships between public and private sectors the growth of tourism. Kenya can no longer rely for promotion of existing tourist attractions and on its sunshine, beautiful beaches, fauna and flora. development of new products;
The country's tourism marketers must be proacb) Regional tourism and cooperation between tive in addressing issues that matter for the tourist Kenya and neighboring countries, a good exof the 21st century. ample of which includes Mozambique, Zanzibar, and Uganda, which are getting increased
